While tourism research has already considered the specific travel behaviors and preferences of people from different cultures (e.g., Hispanics, Chinese, etc.), there has not been as much emphasis placed on understanding how the travel behaviors of people may change when they migrate to another country. Despite the growth of migrant populations in many countries throughout the world, studies have tended to look at the behavior of travelers from a particular country (e.g., all Australians) without considering how acculturation experienced by migrants (e.g., Koreans who immigrate to Australia) may alter their travel behaviors. This study focuses on the travel behavior and lifestyles of Korean immigrants in Australia and examines the influence of acculturation on their travel lifestyle. A survey of Korean immigrants in Australia was conducted to explore the relationship between the degree of acculturation experienced by respondents and their travel lifestyle preferences, specifically related to their attitudes and opinions towards travel as well as their travel interests. Cluster analysis identified four distinct groups of Korean immigrants, based on their travel lifestyles, referred to as "Korean socializers & sports seekers," "relaxation seekers," "cultural & entertainment seekers," and "FIT travel enthusiasts." Results suggest that respondents who were more acculturated significantly differed in their travel lifestyle from those who were less acculturated. The study conclusions suggest ways that tourism marketers can better understand ethnic minorities and develop suitable products and services to meet the needs of these markets. , 1997; Johns & Gyimóthy, 2002; Kozak, 2002; March, 1997; Murphy, 2003; Mykletun, Crotts, & Mykletun, 2001; Pizam & Jeong, 1996 ; Pizam et Culture has become the focus of attention over the geographical boundaries and disciplines in the al
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son, 1997; Johns & Gyimóthy, 2002; Kozak, 2002; March, 1997; Murphy, 2003; Mykletun, Crotts, & Mykletun, 2001; Pizam & Jeong, 1996 ; Pizam et Culture has become the focus of attention over the geographical boundaries and disciplines in the Pizam & Sussmann, 1995; Reisinger & Turner, 1998 2002a , 2002b ) have 21st century due to a great number of floating populations resulting from travel, business, or imsought out the cultural differences with respect to travel behaviors, preferences, motivations, or permigration as well as frequent economic, political, and cultural exchanges among countries. A numceptions. The majority of former studies, however, have used the tourist's nationality as the basis to ber of studies (Barker, Page, & Meyer, 2003; Iver- compare the cultural differences among countries.
such markets continue to grow in Australia (and in other countries also), they may provide the local Other studies have used ethnicity to identify the cultural differences within multicultural countries tourism industries with new opportunities to satisfy their travel needs and enable them to experi-(Irwin, Gartner, & Phelps, 1990; Klemm, 2002; Manrai & Manrai, 1995; Tierney, Dahl, & Chavez, ence a high quality of life through travel opportunities. 2001). Nowadays, multiculturalism is a common phenomenon in many countries, including AustraMany cross-cultural studies have confirmed that there is a relationship between culture and lia, Canada, and the US, which have been built from large immigrant populations. Hence, issues travel within, and across, countries (Iverson, 1997; Kozak, 2002 , Lee, Lee, & Wicks, 2004 ; March, relating to culture have become a particularly popular area of research in various fields. The issue 1997; Pizam & Jeong, 1996) . From the results of previous research, it is deduced that travel lifestyle of migration poses significant opportunities and challenges for the tourism industry. For example, (i.e., the way that people tend to travel as discussed in the next section) can be different among it often leads to a greater level of tourism demand due to people visiting family members who have immigrants depending on the extent to which they have experienced acculturation (Stodolska, 1998) . migrated (or alternatively migrants visiting relatives who they have left behind). Lehto, Morrison, Although it may be less distinguishable than the comparison between ethnic groups, understanding and O' Leary (2001) found that international visitors traveling to see friends and relatives in the US how acculturation affects peoples' travel behaviors and lifestyle can only help marketers to better often made substantial use of commercial accommodation and had significant expenditures on food anticipate future market needs in a multicultural society. The objective of this study, therefore, is and beverages, transportation, gifts and souvenirs, and entertainment.
to explore the effect of acculturation on the travel lifestyles of Korean immigrants in Australia. Acculturation is defined as "those phenomena which result when groups of individuals having different cultures come into continuous first-hand Travel Lifestyle Segmentation contact, with subsequent changes in the original cultural patterns of either or both groups" (RedOver the last few decades more heterogeneous, individualistic, and culturally diverse consumers' field, Linton, & Herskovitz, 1936 , cited in Salant & Lauderdale, 2003 . One issue that can needs and expectations have added to the importance of market segmentation (Middleton & Clarke, arise from the effects of acculturation is that migrants who move to a country may have different 2001). While demographic characteristics have been commonly used to segment markets and have travel preferences and behaviors to the majority of residents in that country. As such, their travel been found to have some predictive use in anticipating the travel behavior of different market segneeds and wants may not be the same as the general resident population and, as such, they may ments, it may no longer be an effective market segmentation tool by itself as consumers are bepose a niche market opportunity for tourism operators in the region. The immigrant population is coming more diversified. In the 1990s, Prentice, Witt, and Hamer (1998) Weinstein (1994) noted the advantages of using psychographic segmentation for target market Acculturation identification beyond demographics. He argued that information can be used in planning success-
The marketing literature notes that culture plays an important role in consumer behavior ful marketing strategies, and in minimizing risk through incorporating psychographics into product through its impact on consumers' values and lifestyle (Henry, 1976; Kamo & Zhou, 1994 ; Mcdeveloping and testing. Lifestyle is defined as "the system of behaviour patterns of an individual or a Cracken, 1988) . Cultural values are central to any ethnic group, and culture is the configuration of group of people which results from the (sometimes involuntary) hierarchy of values recognized learned behavior, results of behavior, and the distinctive lifestyle of a society (McCullough, Tan, by the individual or the group of people" (Przeclawski, 1988, p. 36) , or "a system of individual differ-& Wong, 1986; Tan & McCullough, 1985) . Thus, a group of consumers from the same culture have ences in the usual use of declarative and procedural knowledge structures that interfere between many things in common-not only their outward appearance, but also their thoughts and behaviors. abstract goal states (personal values) and situationspecific product perceptions and behaviours"
In the tourism discipline, cultural differences have been testified through the comparison of tourist (Brunsø, Scholderer, & Grunert, 2004, p. 665) . Lifestyle is commonly used as a psychographic behaviors by nationality or ethnicity in many studies (Iverson, 1997; Kozak, 2002 , Lee et al., 2004 ; segmentation tool and has been widely used to segment the target market into homogeneous March, 1997; Pizam & Jeong, 1996) . However, the study of the effect of acculturation on travel groups with similar preference for products or services in the tourism industry (Darden & Perrault, lifestyle has received little attention. Understanding the effect of acculturation seems useful to preJr., 1975; Lawson, Thyne, Young, & Juric, 1999; Schul & Crompton, 1983) . Lifestyle research uses dict market changes likely to occur in relation to ethnic minorities in a multicultural society. It is questions about activities/attitudes, interests, and opinions (AIO) as a way of finding out why conalso useful for development of appropriate marketing strategies if marketers understand how people sumers choose a particular product or, in the case of tourism, why tourists choose a particular destimay change their behavior through the process of acculturation. nation or type of holiday (Gountas & Gountas, 2001 ). Darden and Perreault (1975) , for example, It is known that culture influences lifestyle, including gender roles in everyday life. Kim, Lafound that the type of vacation taken, as well as a person's patterns of media exposure, were compatroche, and Tomiuk (2001), for example, examined the relationships between acculturation and some ible with their lifestyle (activities, interests, and opinions). Moreover, Perreault, Darden, and Daraspects of gender role perceptions of Italian Canadian spouses and it was revealed that more acculden (1977) confirmed the existence of generalized "vacation lifestyles" and a relationship with socioturated Italian Canadian spouses tended to hold more modern sex role attitudes and developed dological variables. Schul and Crompton (1983) noted that travel search behavior can also be exmestic task role expectations such as more husband involvement in the household tasks. Furtherplained by a person's travel lifestyle. Furthermore, Silverberg, Backman, and Backman (1996) utimore, McCracken (1988) stated that consumption is a thoroughly cultural phenomenon, so it is lized lifestyle characteristics to identify the differences between natured-based travelers and, simishaped, driven, and constrained by cultural consideration. Therefore, changes resulting from an enlarly, Gladwell (1990) Juniu (2000) also found evidence that some lifestyle changes oc-A self-administered questionnaire was developed to collect data for this study. The questioncurred in a selected group of South American immigrants after they had migrated to the US. This naire consisted of three sections to find out about the respondents' (i) travel lifestyle: (ii) degree of was observed in the participants' socialization patterns, their views about work, and their perception acculturation; and (iii) demographic characteristics. Where possible, existing scales developed by of time. Furthermore, these changes had an impact on their leisure experience and recreation participrevious researchers were used to ensure that the most reliable, valid, and rigorously tested meapation (Juniu, 2000) .
Culture is neither uniform nor static and it is a sures of each issue (e.g., acculturation) were incorporated in the current study. The lifestyle statecontinual synthesis of old and new in many changes of society as well as many modes of exments were adapted from the AIO scale originally developed by Perreault et al. (1977) and later apchange between societies (Sherry, 1986) . Thus, the behavior of immigrants can be changed by acculplied to the specific context of travel lifestyle by Schul and Crompton (1983) and Silverberg et al. turation in their new country unless they have difficulties in adopting the culture of the new country (1996) . The resulting 25 lifestyle statements were measured using a 7-point Likert scale (1 = strongly for some reason. Existing research of Confucian values among Koreans and Korean Americans redisagree to 7 = strongly agree). The acculturation scale developed and used to vealed that Korean immigrants who had experienced adaptive limitations or prejudice and disstudy Italian Canadians by Kim et al. (2001) was used to assess acculturation. This scale, containing crimination in the US did not endorse traditional values as strongly as those without such experi-27 items, was considered suitable for this study of Korean immigrants in Australia; thus, it was ences (Hyun, 2001) . These experiences tended to result in one of two opposite attitudes in the life adapted with partial modification resulting from a pilot test with 30 Korean students who were living of immigrants. They either tended to reduce the degree of interaction among members of different in Australia for the duration of their undergraduate degrees. The acculturation questions were also cultures (Reisinger & Turner, 2003) or they tended to assimilate quickly into the new culture. Boekemeasured using the same 7-point scale as the lifestyle measures. stijn (1988) found that most previous research has found that migrants tend to affiliate well with coDemographic information collected included age, gender, marital status, level of education, and culturals in the country which they have migrated to. Only one study (Alexander, 1969, cited in income. Additionally, questions about English language proficiency, length of stay in Australia, and Boekestijn, 1988) has referred to the tendency of some immigrants to avoid contact with conationals the ethnicity of the respondent's marriage partner were also included in the questionnaire. in order to assimilate as quickly as possible.
According to Johansson and Miegel (1992) , The questionnaire was initially designed in English, and then translated into Korean individually lifestyle strongly depends on cultural identity. Tse, Wong, and Tan (1988) also emphasized cultural by two Korean-English bilinguals. After its modification through comparison of differences in the values as a tool that shapes consumers' motivation, lifestyle, and product choices. The current translation, another bilingual person carried out back translation, and some modifications were study arises, therefore, from the question of "how acculturation affects the travel lifestyle of Koreans also made based on a comparison between the original English version of questionnaire and the who have migrated to, and are now living in, Australia." This study therefore aims to explore the back-translated version of questionnaire. A pilot test was conducted with Korean university sturelationship between travel lifestyle and acculturation among Korean immigrants in Australia in ordents in Australia to ensure accuracy and logic in the phrasing of questions. der to validate cultural influences on the consumers' travel lifestyle (i.e., their activities, interests, As low response rates to mail surveys (less than 10% of response rates) are prevalent in studies that and opinions related to travel).
have surveyed Koreans (Chen & Hsu, 2000; Pi- veys distributed to willing participants, with the remaining surveys either not completed or unrezam & Jeong, 1996) , an on-site survey was chosen for this study. Due to the difficulty in accessing a turned to the researcher. Table 1 . Both the length bers of other ethnic groups and are completely asof residency in Australia and the level of English similated into Australian society were less likely language proficiency appear to be relatively simito be involved with the Korean community in lar between those surveyed in this study and the Australia. While, due to the collection methods overall population figures. As such, the sample of used, the respondents in this study may not have Korean immigrants surveyed in this research apbeen fully representative of Korean immigrants in pear to be relatively representative of the populaAustralia, a comparison to the Australian Bureau tion residing in Australia overall (notwithstanding of Statistics (2001) census data, as discussed that the most recent census data available is now briefly in the results section, suggests that those over 5 years old). surveyed in this study were relatively representa-
The data analysis of this study consisted of four tive of the population of Korean-born residents steps. Firstly, factor analysis was conducted for living in Australia.
both the travel lifestyle and acculturation scales. The researchers went to the venues and made Secondly, cluster analysis was performed to segan announcement to explain the purpose of the ment Korean immigrants with distinctive travel study and to ask participation in the survey. The lifestyle characteristics. Thirdly, ANOVA tests data were collected from residents aged over 20 were conducted to explore the relationship beyears, who were born in Korea, but who had mitween acculturation and travel lifestyle. Finally, grated to Australia and had become permanent reschi-square tests were performed to investigate the idents or citizens of Australia. As participation in differences among clusters based on demographic the research was voluntary in nature, surveys were variables and other travel behavior variables. only given out to those present who volunteered to collect one following the announcements being Travel Lifestyle made. As such, given the environment where people were free to come and go at their leisure, makTo identify the underlying factors of travel lifestyle, factor analysis was performed using princiing head counts difficult to conduct, it is difficult to estimate the exact response rate from all who pal components analysis with orthogonal rotation (varimax). The items with factor loadings greater were present at the worship place. Of the 317 questionnaires that were distributed and returned than 0.4 were subjected to factor analysis. The initial 25 items contained in the travel lifestyle scale by respondents, 272 questionnaires were considered "complete" and useable in the analysis. This were reduced to eight underlying factors. Table 2 presents the results of the factor analysis including suggests a 73% useable response rate from the sur- (Bartlett, 1954) showed statistical significance (p = 0.000). Reliability analysis was
The eight factors explained 65% of the variance overall. These factors are used later in the analysis performed to test internal consistency of each factor. All eight factors showed Cronbach's alpha to present a segmentation of Korean immigrants based on their travel lifestyle. scores of 0.60 or above. Although desirable to Acculturation 0.883 and the Bartlett's Test of Sphericity reached statistical significance (p = 0.000). The five-factor solution explained 72% of overall variance. The Using the same methods presented in the previous section, factor analysis was also carried out to reliability of the variables in each factor was again tested using Cronbach's alpha coefficients. Cronidentify a set of underlying factors of acculturation. The results, presented in Table 3 , suggest a bach's alphas of the five factors were all above 0.85, which suggests the scales were excellent five-factor solution, with the factors being labeled as "Korean Attachment," "English Language measures of the dimensions of acculturation (Hair et al., 1998). Use," "Australian Social Interaction and Mass Media Exposure," "Australian Attachment and IdentiIn order to segment respondents based on their travel lifestyle, a two-step cluster analysis was fication," and "Korean Identification." The KaiserMeyer-Olkin Measure of Sampling Adequacy was conducted. In the first step, hierarchical cluster analysis was used to identify the appropriate numseeing, relaxation, or gaining new experiences. They were less likely to preplan their travel and ber of clusters using Ward's method. In the second step, K-means cluster analysis was conducted ushad difficulty making decisions about what destinations to visit. ing the hierarchical results as a basis for generating the seed points. As shown in Table 4 , this proCluster 2, Relaxation Seekers (36% of respondents), is the largest segment. They recorded the cess resulted in four clusters being considered as the most appropriate solution from a series of two highest factor scores on "relaxation" and relatively high scores on "group social interaction" and "preto six cluster solutions.
Cluster 1, Korean Socializers and Sports Seekplanned itineraries." Overall they had relatively low interest in travel and recorded negative scores ers (15% of respondents), showed the highest factor scores on "group social interaction" and on "cultural experiences," "sports interest," and "entertainment." The respondents in this cluster "sports interest" but relatively low factor scores on "cultural experiences," "preplanning," "enterwere more likely to plan their travel to take a rest and relax in a secure way rather than participating tainment," "ease of travel decision making," and "relaxation." The respondents in this cluster in activities and sightseeing. Cluster 3, Culture and Entertainment Seekers tended to be only interested in participating in sports activities while traveling rather than sight-(21% of respondents), had the highest scores on "preplanning," "entertainment," "cultural experilifestyle adopted and the level of acculturation of respondents in each cluster. As shown in the botences," and "ease of travel decision making," but the lowest score on "relaxation." The people in tom half of Table 4 , the ANOVA tests indicate that there were significant differences on three facthis group were neutral about sports interests and negative about the preference for group social intors of acculturation between the four clusters: "Australian Social Interaction and Mass Media teraction or travel for relaxation. They tended to have a well-planned travel itinerary, although they Exposure" [F(3, 240) = 4.05, p < 0.01], "Australian Attachment and Identification" [F(3, 240) = experienced some difficulty in obtaining travel information. They were likely to seek new experi-6.13, p < 0.001], and "Korean Identification" [F(3, 240) = 4.16, p < 0.01]. ences and a variety of entertainment such as festivals and shopping when they travel.
Post hoc comparisons using the Tukey HSD test indicated that there was a significant difference beCluster 4, FIT Travel Enthusiasts (28% of respondents), was the second largest of the four tween the "FIT Travel Enthusiasts" (mean = 0.30, SD = 1.00) and the "Relaxation Seekers" (mean = clusters. The respondents in this cluster had a high interest in traveling and expressed a range of inter-−0.22, SD = 0.90, p < 0.01) in terms of "Australian Social Interaction and Mass Media Expoests from cultural experiences, sporting interests, and socializing to simply relaxing. The people in sure." There was also a difference between the "FIT Travel Enthusiast" (mean = 0.34, SD = 0.87) this group were less likely to preplan their travel and were more likely to travel by themselves.
and the "Korean Socializer and Sports Seekers" (mean = −0.50, SD = 0.96, p < 0.001) in terms of "Australian Attachment and Identification." The The Effects of Acculturation on Travel Lifestyle "Relaxation Seekers" (mean = 0.21, SD = 0.86) of Migrants were also significantly different from the "Korean Socializer and Sports Seekers" (mean = −0.34, SD One-way ANOVA tests were conducted to examine the relationship between the types of travel = 1.30, p < 0.05) and the "Culture and Entertain- The cluster descriptors are based on the factor scores that were derived from travel-specific lifestyle data and have a mean of zero and SD of 1.
a One-way ANOVA tests with significant level at: *p < 0.001 and **p < 0.01.
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LEE AND COX ment Seekers" (mean = −0.25, SD = 0.96, p < proficiency and the length of residency in Australia. The results (see Table 5 ) revealed no signifi-0.05) with respect to "Korean identification."
The "FIT Travel Enthusiast" appeared to have cant differences in either English proficiency (p = 0.138) or in the length of residency in Australia the highest level of "Australian Social Interaction and Mass Media Exposure," which may explain (p = 0.540) across the clusters. This suggests that neither English language proficiency nor the why they also had a stronger "Australian Attachment and Identification" than the other clusters.
length of time spent living in Australia had any real effect on respondents' travel lifestyle. On the other hand, the "Relaxation Seeker" had the lowest levels of "Australian Social Interaction
In terms of how the four clusters differed in their actual travel experiences, Table 5 also proand Mass Media Exposure," but they had the strongest sense of "Korean identification." The vides a comparison of how respondents felt their frequency of travel had changed since migrating "Relaxation Seekers" had positive attitudes toward social interaction as this cluster reports positive to Australia, along with the types of travel (domestic vs. international) they tended to participate scores on the "group social interaction" factor, which is related to their preference for group in. As shown, there were no significant differences reported on the change in the frequency of travel tours. The "Korean Socializers and Sports Seekers" had the lowest levels of both "Australian Atsince moving to Australia among the clusters (p = 0.114). While a substantial proportion (e.g., 30-tachment and Identification" and "Korean identification" compared to other clusters. In essence, this 49%) of all clusters did report that they had encountered some inconveniences when traveling group was still relatively more attached to Korean culture than the other clusters. They tended not to due to language or other cultural barriers since moving to Australia, there was no significant difuse English as much and did not seem to mix regularly with non-Korean Australians in general. As ference between the clusters (p = 0.06 and 0.12, respectively). There was, however, a noticeable such, it is perhaps not surprising to note that the travel they did undertake tended to be in groups and significant difference reported by the different clusters about how frequently they holidayed in with other Koreans (and largely related to sporting interests).
Australia (p = 0.027) and how often the holidayed overseas (p = 0.005), with the "Culture and Entertainment Seekers" and the "FIT Travel EnthusiDemographic Profile and Travel Experiences asts" reporting much more regular trip patterns of the Segments compared to the other two clusters who tended to travel less in general. Chi-square tests were conducted to examine the differences between the clusters using demographic characteristics. As shown in Table 5 , the Implications and Conclusions results revealed that there were significant differences in gender [χ 2 (3) = 19.36, p < 0.001] and edAccording to the results of this study, there is some empirical evidence to support the idea that ucation [χ 2 (6) = 14.12, p < 0.05] across the clusters. The proportion of males in the "Korean different acculturation experiences of migrants can affect their resulting travel lifestyle (as measured Socializer and Sports Seeker" cluster was noticeably greater than females, while the proportion of by their reported travel attitudes, opinions, and interests). While the majority of Korean migrants females in the "Relaxation Seeker" and "Culture and Entertainment Seeker" clusters was distinctly surveyed in the study did not believe that their move to Australia had altered their frequency of greater than males. In terms of education, more educated people tended to be the "Culture and Entravel overall, some of the other results do suggest a significant link between their acculturation levtertainment Seekers" or "FIT Travel Enthusiasts." There were no significant differences in terms of els since migrating and the type of travel behavior and lifestyle they are now most likely to adopt. age, marital status, or income across the clusters.
In addition to demographic characteristics, chiFrom the cluster analysis reported previously, it is evident that the two most active travel segsquare tests were conducted for English language 
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LEE AND COX ments (the "Culture and Entertainment Seekers" onstrated a stronger interest in travel generally and specifically more so in cultural attractions, enterand the "FIT Travel Enthusiasts"), in terms of both their self-reported interest in travel and their tainment, and independent travel opportunities. On the other hand, there is definitely a niche market tendency to enjoying both cultural experiences and entertainment when they travel, also reported havfor tourism operators to target group-based travel packages that are aimed at allowing Koreans to ing the highest levels of social interaction and mass media exposure with Australian culture. mix with other Koreans in their new host country, as desired by the segment titled "Korean SocializThey also reported feeling more attached to Australia and identifying with the Australian culture, ers and Sports Seekers" in this study.
In conclusion, this study has demonstrated that although it is noted that the latter group also had a positive sense of Korean identification. Both there is undoubtedly a link between the levels of acculturation experienced by migrants to a new groups also tended to use the English language in their everyday lives more than the two less active country and the type of travel lifestyle, and consequently travel preferences, they adopt postmigratravel clusters.
There appears to be several important considertion. Clearly, these results can only be directly used to explain the experience of the population ations for tourism operators and marketers (both in Australia and elsewhere) to note from the results of interest-that is, Korean migrants in Australia.
Further studies in other countries and cultural conreported above. Firstly, simply being aware that not all Korean immigrants who live in one country texts will determine if such findings also apply in other contexts. What is most important to note, in will tend to enjoy or desire the same travel experiences as each other, even though they originate support of studies in cultural behavior in general, is that it should not be assumed that even though from the same cultural background. As demographic factors such as age and income do not a group of migrants who reside in a country are all of the same origin and demographic profile, seem to explain the differences in travel lifestyle, it seems valid to suggest that the different degrees that they will tend to want the same type of travel experiences. The degree to which they have acculof acculturation experienced by individual immigrants do in fact have a distinct effect on their turated into their new homeland appears to alter travel behaviors to some degree. travel behavior postmigration. The implication of this is that travel products and services aimed at A further limitation of the study should be noted at this point. Through the recruitment of retargeting migrant populations, such as Korean Australians, need to be more varied than simply spondents via Korean churches and Korean shops in Queensland, it is possible that the study has offering a one-size-fits-all solution. Tourism operators in particular must be mindful that, despite omitted migrants who have become somewhat detached from their birth country and culture. That the common culture held by migrants from a particular country to their new homeland, Korean is, by surveying respondents who had already demonstrated that they still had an attachment to migrants to Australia in this case, the types of experiences these travelers demand in their postmiKorea and the Korean culture by frequenting these locations, there is certainly the potential for some gration life tend to differ considerably depending on how they have acculturated into their new bias to exist towards migrants who were still somewhat active in maintaining their original culcountry.
While the original culture of migrants undoubttural beliefs. Nevertheless, a reasonably representative cross section of the Korean migrant populaedly remains strong for many migrants, in Australia or elsewhere, this research has also reiterated tion appears to have been accessed as reported above. the significant impact that mass media exposure can have on changing the lifestyle of groups when As with any issue involving "culture," there is a wealth of opportunity for further research into they migrate. In this instance, it is evident that Korean migrants who had experienced greater levels the effect of acculturation on travel behaviors and lifestyles. Studies that seek to gain a deeper underof social interaction with Australians in general and who had also been more exposed to local mass standing of how migrant cultures view the Australian travel industry's advertising and promotion, media, whether through choice or necessity, dem-
